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摘  要 
 
随着社会经济的发展和人们生活水平、经济能力的提高，加之人们对身体
健康的关注，保健品市场出现了巨大的购买需求。在这种情况下，国内外各类
医药企业纷纷开始加大对保健品业务的投入，市场竞争加剧。深圳市海王集团
股份有限公司（以下简称“海王公司”）凭借着强大的研发能力和雄厚的资金、
资源优势，在上世纪 90 年代初迅速开发出品种丰富、档次分明的保健产品，
通过领先于当时市场的营销策略与营销能力，一举奠定了其在保健品行业市场
内举足轻重的地位。 
但是，随着保健品市场越来越专业化、规模化及客户需求、消费理念、消
费模式的变化，中国整个保健品行业和市场迎来了新一轮的洗牌和行业整体的
转型时期。海王公司过往的营销策略也已经无法适应新的竞争需求，其对客户
细分市场分析的不足，目标客户定位的不够精准，营销模式的相对单一，缺乏
从顾客角度出发的营销整合等弊端导致业务发展裹足不前。 
本文依托市场营销相关理论为海王公司的保健品业务进行营销策略的疏
理。首先，从海王公司保健品业务的基本概况和发展历程进行回顾，疏理出当
前营销策略存在的基本问题。其次，运用 PEST 法对保健品业务的宏观环境做
出分析，运用 SWOT 分析法和波特五力模型对海王公司的微观环境和竞争进
行解析。对海王公司的保健品市场进行细分，对目标市场的选择和定位进行分
析，结合 4Cs 理论探讨公司未来营销策略的可行性方案和个人建议。 
 
关键词：营销策略；4C 理论；海王；保健品业务 厦
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Abstract 
The development of social economy and life quality, as well as the increasing 
focuses on health makes the health care products extremely demanded. All kinds of 
pharmacy enterprises increase investment on health care products which intensifies 
the competition of the whole market. Resorting to its strong research and investment 
capability, Shenzhen Haiwang Group produced various health care products in the 
90th with exceeded marketing strategy and marketing capability, which made 
Haiwang the leading role in health care market.  
However, China’s health care business and the whole market is confronted with 
reform and transition, as specialization and large scale mode is in full swing, and 
consumer’s demand and consumption concept is changing as well. The previous 
marketing strategy of Haiwang can’t meet with the new circumstance, with the 
deficiency of few analysis of segment market, inaccurate target consumer orientation, 
simple marketing mold, as well as the suspended business improvement due to the 
insufficient consider of consumers. 
This paper bases on the marketing theories, and researches the health care 
marketing strategies of Haiwang. This paper reviews general situation and 
development of Haiwang, and then concludes the marketing strategy problems. 
Adopting to PEST, this paper analyses the macroscopical circumstance of Haiwang. 
At the meantime, it analyses the microscopical circumstance and competitiveness 
using the SWOT and five forces model. This paper subdivides Haiwang’s health 
care market, and analyses the choose and position of the target market. Available 
methods and advices for future marketing is explored according to the 4Cs theory.  
 
Keywords: marketing strategy ,    4C, Haiwang,     health products  
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